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Abstract

The id e i i has significantly transformed the landscape of conmumer hayy,
SR A el J0 e k ly on digltal plaﬂorm‘fbr product Informajop, -

especially among Generation Z, who rely hed vi | pray
reviews, influencer recommendations, and purchase dec!.n'a?s. This study ﬂt;tmlﬂlﬂ the nfliency
social media on Gen Z consumer decisions in Chennal Clty, considering key determinapy i

as influencer credibility, content engagement, peer Influence, brand Interactions, and platform gy

administered to 200 Gen Z respondents aged 18-27 residypy |,

A structured guestionnaire was
q o statistics, rellability analysis, corvelatioy, wnd

Chennai. Statistical analyses including descriptiv -
multiple regression were conducted using §PSS. Results indicate that Influencer marketing, Pear

interactions, and informative brand content significantly Influence the pur chasing decisions of (e, 5
Influencer credibility emerged as the strongest predictor. The study suggests Iha( marketers shyy
focus on authenticity, engagement-driven content, and relatable digital cammunlwtlon 10 effectivg,

attract and convert Gen Z consumers.
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Introduction
People who were born between 19

97 and 2012 are considered to be members of Generation Z (Gen 7,
which is considered to be one of the most socially connected and technologically enabled population
of consumers. Given the increasing availability of smartphones and social nfedia platforms like
Instagram, YouTube, TikTok, Facebook, and Snapchat, Genqration Z places a sigmificamt amount of
importance on the content that is shared on these platforms in order 10 create preferences, evalus,
brands, and make decisions regarding purchases. Consumers of the Gen Z generation actively engsg

online, follow influencers, join in brand communities, and rely on opinion leaders for product imigh

in Chennai, a metropolitan city that is fast growing and has a high digital penetration ra

Consequently, social media has evolved into an indispensable medium that has a significant impact o
their purchasing habits, ranging from fashion and beauty products to electronic devices, food, =
lifestyle YEIVices
The purpose of this study is to investigate the extent 1o which social media influences the purchan
decisions of Generation Z consumers and to identify the factors that influence their intents to ma
purchases in the complex digital ecosystem that exists in Chennai,

Statement of the Problem :
The digital marketplace has experienced significant trmformalmm, transitioning from conventins
marketing to consumer-centric online interaction. Generation Z exhibits a strong responsivenss -

influencer material. peer evaluations, digital marketing, and brand communications o9 social e
rendering them a vital demographic for marketers.
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